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This thesis consists of two parts: the theoretical framework focusing on entrepreneurship 
and on the theory of business plans, and, of the final product: the business plan for the 
Bubble tea café. The aim of the thesis is to give a clear idea of entrepreneurship and to 
create a plausible and functioning business plan for the chosen company. 
 
The theoretical framework focuses mainly on the entrepreneurship in Finland. First is a 
chapter describing entrepreneurship followed by a definition of small and medium-sized 
businesses – the chosen business size for the Bubble tea café. To sum up the first main 
chapter are subchapters of the Finnish café culture and how the consumer behaviour af-
fects it. 
 
After having an idea of what entrepreneurship means, the reader will be explained what it 
requires from a person to become an entrepreneur. This chapter includes topics about mo-
tives and risks regarding entrepreneurship as well as laws and regulations specified for the 
food industry. The chapters directly about entrepreneurship close with a section about how 
to become a successful entrepreneur – the main goal of every business owner. 
 
The rest of the theoretical framework is about the theory of business plans followed by an 
empirical part describing the Bubble tea café business plan process, and at the end is a re-
flection on the entire thesis. In the reflection chapter the thesis author will discuss and criti-
cally analyse the thesis process. 
 
Since this thesis is product oriented, the final product, the Bubble tea café business plan 
will be found from the appendices. It is brief and comprehensive, covering all the neces-
sary operations of the company and creating it a steady foundation. Moreover, in the ap-
pendices are also a survey which has been completed to help the thesis author to find out 
the target market of the Bubble tea café, and, a business model canvas used to create the 
first design of the Bubble tea café’s structure. 
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1 Introduction 
Entrepreneurship is strongly part of the society in Finland and all over the world. It is an 
important job creator and at its best a trend setter. In Finland over 70 % of the population 
are either working as entrepreneurs or employed by them (Yritystoiminta 2020). Even 
though entrepreneurship is not always easy it is still a tempting idea for many. The 
thought of freedom, creativity and being in control of a company motivate entrepreneurs to 
design and establish new businesses (Fernandes 2019). However, in order to set up a 
successful business, entrepreneurs need to make a plan for it. This is called a business 
plan. 
 
The thesis author belongs to the group of those who think of becoming an entrepreneur. 
Due to this idea she has created a business plan for a Bubble tea café which is the main 
product of this thesis. To support the business plan, the thesis will include a clear and 
concise description of entrepreneurship, specifying in entrepreneurship in Finland. Moreo-
ver, as entrepreneurship covers a large subject area, the thesis author has decided to fo-
cus more on the entrepreneurship in the food industry to support the idea of a café busi-
ness. 
 
As this thesis is product oriented, it will consist of a theoretical framework explaining en-
trepreneurship and have the Bubble tea café business plan in the appendices. In the cen-
tre of the theoretical framework along with explaining entrepreneurship is information on 
how to become an entrepreneur. Establishing a business requires a lot of work, research 
on laws and regulations and most importantly, the right mind-set. Entrepreneurs need to 
have right motives for establishing their business in order to make it successful (Naval 
2017). 
 
In addition, for the business plan the thesis author has used quantitative research meth-
ods in a form of an online survey. The survey has been created to find out what is the 
Bubble tea café’s target market and to see what they think of bubble tea, the main sales 
product of the Bubble tea café. Bubble tea is still a new product in Finland which also 
shows in the survey answers. Over half of the respondents either did not know what bub-
ble tea is or had not tried it. Consequently, this can affect the Bubble tea café both nega-
tively and positively. The positive outcome can be reached with a good business plan.  
 
As the importance of this thesis is on the final product, the business plan, the original idea 
of it and the business plan’s creation process are also described and critically analysed. 
The aforementioned will be described in the last chapters of the theoretical framework. 
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This part of the thesis is called an empirical part where the business plan’s idea, solidity 
and success will be tested and analysed. Furthermore, it will be followed by a reflection of 
the entire thesis providing the author’s thoughts of the thesis process. 
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2 Entrepreneurship 
Entrepreneurship in short means designing and starting a new business in order to make 
an income. Making profit requires risk taking which is one of the key parts in managing a 
business. (Entrepreneur handbook 2019.) A business also often needs a starting capital 
invested by its creator, the entrepreneur. An entrepreneur is also required to contribute 
his/her time, labour and business ideas into the company. Without them, the company will 
not be successful. (Yritystoiminta 2020.)  
 
Enterprises, no matter their size or type, will have the same kind of main structure. The 
entrepreneur will either use his/her own capital or apply for external support from banks or 
investors, to set up the business for which he/she will need for example the required ma-
chinery, staff or business premises. After setting up the business, the entrepreneur can 
start selling his/her services or products and make income. (Yritystoiminta 2020.) 
 
Entrepreneurship has different meanings to different people, depending on from whose 
perspective it is looked at. For the society entrepreneurship means more available jobs in 
different industries. According to Yritystoiminta webpage (2020), approximately 70 % of 
Finnish population works in independent enterprises set by entrepreneurs. Furthermore, 
entrepreneurs and their staff pay about 80 % of the public sector income by their taxes, 
which is important for all the services funded by the government. 
 
Entrepreneurship also creates competition between firms, which pushes the entrepre-
neurs to constantly improve their products and services, as well as working methods. This 
makes the inevitable to happen: enterprises that cannot keep up with the change will be 
cut off and enterprises that have improved will stay to meet their customers’ needs and 
wants. This in the longer term will benefit the economy. (Yritystoiminta 2020.) 
 
2.1 Small and medium-sized businesses – SME’s 
Business types are divided by many factors of which size is one. Entrepreneurs can own 
businesses from micro to large sizes. In this thesis the focus is on the small and medium-
sized businesses, known as SME’s, as it is the chosen size for the final product, business 
plan for the Bubble tea café. SME’s are one of the most important forms of businesses in 
Europe as they cover about 99 % of all the businesses in the European Union. Within the 
past five years approximately 85 % of all the new jobs have been offered by SME’s and 
partly for this reason the small and medium-sized businesses are seen as the foundation 
of economic growth and job creation. (European Commission 2020.) 
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SME’s are divided into three different size categories: micro, small and medium-sized 
businesses. According to Eurostat (2020) micro businesses have less than 10 employees, 
small businesses have 10 - 49 employees and medium-sized businesses have 50 - 249 
employees.  
 
SME’s can be categorized also by their relation with another company: an autonomous 
company is either independent or it has partnerships with other companies with each own-
ing less than 25 %; a partner company is defined to own at least 25 % but at most 50 % of 
holdings with another company; and, a linked enterprise has more than 50 % of holdings 
with another company. (European Commission 2015.) This thesis will look more into the 
autonomous business type as it is the designed plan for the final product. 
 
Businesses belonging to the category of an autonomous SME business are also sup-
posed to have a maximum of 43 million euros as a total on their balance sheet, or an an-
nual turnover of less than 50 million euros. This information is important especially when a 
company is applying for a benefit from a European Union funding programme such as fi-
nancial funding or research funding, or when defining specific requirements for a com-
pany. An SME company may get reduced fees or fewer requirements than larger compa-
nies. (European Commission 2020.)  
 
2.2 Entrepreneurship in Finland 
Entrepreneurs have been part of the Finnish society for centuries. As a country Finland is 
remote and has a small land area and its population structure is focused in the southern 
Finland. These factors do not create a preferable ground to build up large companies. 
Therefore, the companies are largely small and medium-sized businesses, to be more ac-
curate, micro businesses. Nowadays over 90 % of the businesses are micro businesses 
employing less than 10 persons per company. (Yritystoiminta 2020.) 
 
In Finland there are multiple different company forms an entrepreneur can choose from. In 
the Suomi.fi (2019) website is mentioned five business form options that are more com-
monly used. First is the fastest, cheapest and most effortless form of entrepreneurship, a 
sole trader, in other words to be a private enterpriser. In this form the entrepreneur estab-
lishes usually a small business where the work is mostly performed solely by him/her. Be-
coming a sole trader is fast and does not necessarily require any starting capital, depend-
ing on the type of business. However, in this form of entrepreneurship the entrepreneur 
him-/herself is solely responsible for the financial side of the business, meaning, that the 
income from the business will go on the entrepreneur’s own personal bank account, and if 
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the company creates more income the entrepreneur’s own personal tax percent will also 
rise. In addition, on top of a private enterpriser form, only a general partnership form will 
have the same financial responsibility put on the entrepreneur him-/herself. 
 
General partnership is another easier form of entrepreneurship and it fits well for small 
sized businesses with one or more partners. In the general partnership all the partners 
have equal right and power of the company. Limited partnership is very similar to the gen-
eral partnership but it fits a company form where the entrepreneur wants to have an inves-
tor. In this form there is at least one member who has the responsibility of the company 
and one silent member, in other words, the partners do not have the same rights.  
 
Limited company is a form, which can be established either alone or with one or more 
partners. Limited company has more business like structure as it has a board of directors, 
shareholders’ meeting and a chief executive officer (CEO). These are also the key parts in 
the limited company structure, however, the shareholders’ meeting has the highest au-
thority in the decision making. Each partner is still able to take part in the decision making 
in different positioning elements. Limited company can also be private or public, however, 
only the public companies’ shares can be sold in the stock market. 
 
The last business form is a co-operative business type which is a good choice for a joint 
enterprise with other businesses or private persons. When an entrepreneur chooses to set 
up a co-operative business he/she can do it either as a private person or as a company. 
The key parts in the management are the board of directors and a co-operative meeting. 
 
2.3 Entrepreneurship in the Finnish café culture 
Eating out has not always been an everyday norm in Finland. Actually, café culture in Fin-
land has a fairly short history. According to Soinne (2018) still at the beginning of the 20th 
century the buying behaviour in Finland was centred around the basic needs. People used 
to buy only what they felt necessary for living. In the year 1910 and onwards the markets 
started to get more products even on the countryside which caused a fast increase in the 
consumption trend. Moreover, the biggest change in the whole society happened after the 
Second World War when urbanization hit Finland. 
 
Urbanization and the rise of popular culture have created a chance for cafés and restau-
rants in Finland, especially in the southern parts. The first cafés were established in 
Porvoo, Turku and Helsinki, and till now more cafés have been set up also to the other 
parts of Finland (Saladcafeolivia No Date). Urbanization caused a change in the mind-set 
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of people and instead of saving and buying only necessities, people started to see it more 
acceptable to spend money for their free-time activities. In the 1980’s culture and free-
time activities such as traveling and eating out became increasingly bigger targets for con-
sumption. However, in the beginning of 1990’s Finland was faced by economic depression 
which lasted for approximately two years. In 1995 Finland joined European Union which 
helped to heal the effects of the economic depression. Finally, in the 21st century Finland 
caught up with the other world in regards of consumption patterns. (Soinne 2018.) 
 
When looking into the restaurant and café culture now, Finland has over 10 000 busi-
nesses in the industry and the figures have been showing a steady growth (see figure 1). 
In the year 2006 the restaurant industry had approximately 8700 businesses and the 
amount of businesses increased steadily till 2010 when there were 9500 companies. 
Years 2011 and 2012 showed a slight decrease in the amount of companies, but in the 
year 2013 the numbers raised to be nearly 10 000 businesses. Since 2013 till 2018 the 
amount of restaurant businesses in Finland has stayed around 10 000. What could be 
seen as a reason for staying at approximately 10 000 companies is the change in the cus-
tomer profile. According to Huomo (2019) restaurants and cafés are mostly visited in cities 
and by young people. 62 % of the people belonging to the age group of 20 - 24 years old 
visited cafés and restaurants at least once in a month in 2017. Furthermore, even though 
the largest customer group for cafés and restaurants consists of young people, in 2017 
young people ate out less than in years 1991 and 2002, when on the contrary people of 
age 65+ increased their visits to restaurants and cafés (see figure 2). 
 
 
Figure 1. The number of restaurant businesses in Finland between 2006 - 2018 (MaRa 
2019) 
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Figure 2. Visited restaurants at least once a month, % (Huomo 2019) 
 
Although the amount of restaurant and café businesses has increased year by year and 
people have continuously been eating out since 1980’s, the Finnish café culture still has 
not become as popular as it should have. Compared to southern European countries such 
as France, Finnish café culture is fast paced and lacks tradition and home-like feeling. Ac-
cording to Salad café Olivia (No Date), in France people like to visit cafés to meet their 
friends, read books or just to spend time and relax. Cafés are not seen as places that can 
be visited fast, they are more like extensions to people’s homes. Furthermore, cafés in the 
southern Europe are visited often and they are also in favour of tourists. In Finland, in or-
der to help the situation of the cafés, the visiting times per person in a month should be 
increased and the cafés should be made more attractive to tourists. 
 
2.3.1 Consumer behaviour’s effect on the Finnish café culture  
Firstly, it is important to understand what is meant by consumer behavior and what it con-
sists of in order to understand how it might affect Finnish café culture. Consumer behavior 
is defined by a set of factors, such as attitudes, intentions and likings, affecting con-
sumer’s buying decisions (Grimsley 2020). Consumers’ buying behavior is largely im-
pacted by social, cultural, personal and psychological factors. Each factor consists of a 
combination of different aspects. Social factors are created by the environment surround-
ing the consumer. Social factors such as family and friends, impact the way how the con-
sumer sees and relates to different products and services. Then again, cultural factors in-
clude for example person’s nationality, religion and location. Personal factors are about 
the consumer’s own personal aspects such as age, beliefs, marital status, and, morals 
and values. For instance, people in different ages have needs for different services and 
products, for example young people may want more beauty and fitness services while el-
derly people could prefer utilities and health care products. Their lifestyle affects their 
needs and wants towards consuming. The fourth component, the psychological factors, 
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are more complex as consumer’s buying behavior affected by psychological factors 
means the consumer’s state of mind at the time of consumption. Consumer’s state of 
mind may affect not only how the consumer sees the product, but also how the consumer 
feels about the entire brand or company. (Ehrlich 2020.) 
 
Furthermore, consumers themselves can also be divided into four different buyer groups 
defined by their characteristics and needs and wants. According to Ehrlich (2020) these 
four buyer groups are: The analytical buyer, the amiable buyer, the driver buyer, and, the 
expressive buyer. The analytical buyers are logical and will base their buying decisions on 
information and facts. They will do comprehensive research on the brand’s competition, 
and based on the data gathered from their research the analytical buyers will make their 
buying decisions. The amiable buyers are consumers who want to please everyone which 
makes it hard for them to make big decisions involving win/lose results. The driver buyers 
are well aware of others’ opinions of themselves and will also put great concern over it. 
They care more about how others think of them than the actual relationships. They are 
most keen on keeping themselves up to date and trendy which sets their buying behavior 
towards the newest trends. And last but not least, the opposite of the driver buyers are the 
expressive buyers who care most about their relationships. In order to feel important and 
heard, the expressive buyers need people around them. 
 
All in all, consumers can be divided into separate buyer groups based on their characteris-
tics and their buying decisions can be explained by the four different factors such as social 
factors, but most of the time consumer buying behaviour is a mix of a few different factors 
which makes its categorizing difficult. Even so, many buying decisions can still mostly be 
categorized by the aforementioned factors (Ehrlich 2020.) 
 
So how does consumer behaviour affect the café culture in Finland and can the behaviour 
of the café-goers be categorized? In Finland consumers’ buying behaviour seems to be 
mostly affected by their social and personal factors. Also, consumers in Finland are mostly 
analytical buyers focusing on the products and services that are familiar to them. In 
Jaatinen’s research is mentioned how Finnish people do not feel a need to spend their 
money on services and are cautious in changing their habits (Lintunen 2009, 13.) The rea-
son behind this is from the time around the economic depression when buying was di-
rected only towards the necessities. It affects especially people who lived through the eco-
nomic depression in their adult age and would now be in their 50’s or over. They have felt 
the causes of the economic depression and have learned to live to be economical and 
careful. The buying behaviour of the people born after 1990’s should not be affected by 
the economic depression as they have been too young to understand it.  
  
9 
 
Furthermore, as is mentioned in chapter 2.3, cafés are mainly visited in cities and by 
young adults. Other recently increased customer group for cafés is elderly people over  
65 –years old. When the location and age of the customers are put together it gives an im-
age of a more specific customer segment. People visiting cafés seem to belong to either 
middle- or higher social classes that can afford to live in cities and want to spend time and 
money for their free-time activities. Furthermore, the reason behind elderly people’s in-
creased amount of visits to cafés could be in their personal needs and wants. According 
to Tiilikainen (2016) nowadays elderly people living in cities, especially in blockhouses, 
feel more often lonely and have less contacts and friends to talk to. Even though some el-
derly people in Tiilikainen’s research have mentioned feeling comfortable alone at their 
home, some would still like to go out and meet people. Based on this could be reasoned 
that elderly people have started to go out to cafés more often to socialize and be around 
people to make themselves feel better. 
 
However, the biggest customer group is young people living in cities and what is driving 
them to visit cafés has the biggest importance. Young people’s carefree and adventurous 
behaviour ensures the usage of consumer goods. Young people are more prone to try 
new things and to persuade also their friends to do so. According to Swain & Sahu’s re-
search (2007), in 2010 the growth of social media has affected young people’s personali-
ties and buying behaviour in a way that has them consume more products and services. 
Especially things, such as mass produced products and new trends, that make young 
people feel like they belong to a group are in their favour. In 2010 young people also be-
came the biggest and most active customer group in spending money. Moreover, young 
people’s behaviour towards eating out in 2010 was more about eating out in a more re-
laxed way: they would not prefer restaurants but more cafés and take-aways.  
 
The information on young and elderly people’s buying behaviour and of factors affecting it 
should be taken into account when planning the company’s outlook, products and ser-
vices as well as its marketing. Young and elderly people are the two main customer 
groups in the café industry and the café entrepreneurs should target their businesses es-
pecially for them in order to make a good revenue. 
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3 Becoming an entrepreneur in the food industry 
3.1 Motives 
Becoming an entrepreneur is a personal choice of every person just as are the motives for 
it. However, research has shown a few most common reasons to start a business. First of 
all, people love to be their own bosses. It gives an entrepreneur a feel of authority and 
safety when they are the ones in control. Decision making is solely in the entrepreneur’s 
own hands which gives him/her the feel of independency. It is also a pleasure for an en-
trepreneur to see and actually get the results of your own work which does not always 
happen in the corporate world. (Entrepreneurship handbook 2019.) 
 
Entrepreneurship also gives the entrepreneur a purpose when he/she aims to a certain 
goal and does everything to make it come true. Entrepreneur’s work can fill the need of 
having any other purpose in life which makes the entrepreneur to put all his/her energy 
into the company. This can lead to another possible motive for choosing entrepreneurship 
- a financial success. Entrepreneurship does not mean that the entrepreneur will simply 
gain lots of money from it and in most cases entrepreneurs are aware of this. However, it 
is a temptation for many to know the possibility of financial success through entrepreneur-
ship and to know it all will be yours and made by your own work. (Fernandes 2019.) 
 
One more motive is the flexibility of the work. An entrepreneur can choose his/her own 
working times and ways which gives the feeling of freedom. This is seen as one of the big-
gest motivators to become an entrepreneur and is also mentioned in the interview to be 
the best feature of entrepreneurship (see appendix 1, question 7). Having your own busi-
ness may also make the entrepreneur to feel that he/she is able to manage a better work-
life balance. In addition, a good work-life balance means a better overall health and life. 
(Fernandes 2019.) 
 
3.2 Risks, and how to control them 
According to DeMers (2014) entrepreneurship summed up means taking risks. DeMers 
states that becoming an entrepreneur means giving up on regular and steady pay checks 
and investing the entrepreneur’s own capital into the business. This can be a real risk for 
the entrepreneur as there is no guarantee of steady cash flow or even of success of the 
business. An entrepreneur can apply for external support funds and grants for example 
from the government, however, they are not always enough to support the business in the 
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first months or even years. The beginning time of a business can be very crucial as it re-
quires more money and time invested into setting up the business and making it work. 
 
Furthermore, other risks that may occur are lack of free-time, long working days and not 
being able to have holidays or even days off. According to Nieminen at Yle News (2017) 
there is a possibility that especially at the beginning of setting up a business the time out-
side of the business is on the short side and having holidays may not be possible. Moreo-
ver, even getting sick may be risky especially if the business does not have many work-
ers. However, Nieminen also mentions that it is mostly up to the entrepreneur him-/herself 
to make sure that all the necessary insurances, such as entrepreneur’s pension insurance 
(YEL) and health insurance, are taken care of. With these insurances in place an entre-
preneur should have a security when for instance an incident happens. 
 
Entrepreneurs can face obstacles also with the law and regulations. Finland especially 
has many regulations for entrepreneurs (see chapter 3.3 Laws and regulations for a food 
industry business) and when they are not paid attention to, obstacles will happen. In order 
to avoid problems regarding law and regulations, an entrepreneur should do research 
about the laws regarding his/her business early before opening the business. (Onnistunut 
projekti 2020.) Finnish regulations especially for businesses in the food industry may also 
cause hindrances and unforeseen troubles. An interview with a long term entrepreneur 
Pitkänen (2019) shows his personal experiences regarding Finnish food industry regula-
tions. In the interview Pitkänen mentions Finnish food industry regulations to be one of the 
main downsides of entrepreneurship. He thinks there are simply too many unnecessary 
rules and bureaucracy regarding food industry and he faced trouble in finding all the nec-
essary information and required papers. Moreover, the regulations seemed to differ in 
each municipality which caused Pitkänen to do new applications and notices regularly due 
to the type of his business. 
 
Another significant risk includes taxing and financial decisions. In most cases an entrepre-
neur may need a special accountant to take care of his/her finances. It helps to regulate 
the incoming and outgoing cash flow and takes some work off from the entrepreneur. In 
addition, regularly updated comprehensive business plan is also very useful to have as it 
gives an overview of the financial aspects and of factors affecting them. (Onnistunut pro-
jekti 2020.) 
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3.3 Laws and regulations for a food industry business  
Finnish law can be tough on the entrepreneurs as there are many requirements for them. 
First of all, according to Helsingin kaupunki (2020) when setting up a food industry busi-
ness in Finland the entrepreneur must make a notice to the local public authorities speci-
fying in food industry businesses. This notice must be approved by the authorities before 
starting a business and it needs to include:  
 
− the name of the company and contact information 
− hometown and address 
− the company’s Y-number 
− specifying the type and scale of the business happening in the premises 
− when the company has planned to start working 
− information about a necessary self-monitoring plan 
 
Furthermore, the business premises must meet the regulations set for food industry busi-
nesses. These include the hygiene and safety regulations such as the premises must be 
safe and hygienic enough to provide proper storing and handling of food items. In other 
words, cold food items must be stored in proper cold places, dry food items in dry places 
and so on. Premises must also be clean and tidy and offer enough handwashing points to 
prevent cross-contamination. (Elintarvikelaki 30.12.2008/1137 luku 1 §10 Elintarvikehu-
oneistoa ja alkutuotantopaikkaa koskevat yleiset vaatimukset.) 
 
The employees working in a food industry business will also need to have a valid hygiene 
pass admitted by Finnish food authorities. This is to ensure their knowledge of the hygiene 
and safety regulations and to make sure proper working methods are being used. It is up 
to the employer to make sure the employees will have the hygiene pass done prior to start 
of work but no later than three months after it. The employer is also required to familiarize 
and teach the employees what are the hygiene regulations and how they are met in the 
company and how to work according to it. (Ruokavirasto 2020.) 
 
Moreover, entrepreneurs need to take care of their own taxing, finances and insurances, 
and to make sure all the other necessary notices and registrations are done. When a per-
son starts a business and becomes an entrepreneur he/she needs to make a notice to the 
trade register, enrol to the withholding tax register and register to start paying value added 
tax – VAT, prior to starting the business. The notice to the trade register must be done by 
most of the companies and it will provide the company its business ID-number – Y-num-
ber. Enrolling to the withholding tax register is done while making the notice of setting up a 
business. It is required by all the companies that charge for their products or services and 
make income. Registering to pay the VAT must be done by all the companies that sell 
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products or services. However, when company’s annual income is less than 10 000 euros 
it is not required to register to pay the withholding tax. (Yrittäjät 2019.) 
 
Entrepreneurs have many insurances that are either necessary or simply beneficial by 
creating safety. As entrepreneurs do not pay pension insurance the same way as in the 
corporate world, they need to take care of their own pension insurances. All the entrepre-
neurs must pay YEL –insurance, an entrepreneur’s pension insurance, if their company’s 
conditions meet the requirements of YEL. These conditions are: 
  
− the business is active at least for four months 
− the entrepreneur’s age is between 18 - 68 
− the entrepreneur works in his/her own business 
− the annual income is at least 7 958,99 euros  
 
An entrepreneur can apply for YEL after starting the business but not later than six 
months after it. YEL has two different fixed tax percentages: age group of 18 – 52 years 
old have a tax percent of 24,10 %, and, age group of 53 – 62 years old have a tax percent 
of 25,60 % from the confirmed income. In addition, in the starting year after turning 63 
years old the YEL percent will go back to 24,10 %. New first-time entrepreneurs can also 
have a discount of 22 % of the entire YEL-tax for the first four years. (Keskinäinen työe-
läkevakuutusyhtiö Elo 2020.) 
 
On top of all the above there are other insurances that an entrepreneur should at least do 
research on and consider which ones would be suitable for his/her business. Insurances 
such as insurance for the business premises, for vehicles used in the business, health in-
surance, insurance for property and so on, could help the entrepreneur a lot and bail out 
of many harms. In some cases, these insurances can also be required from the entrepre-
neur. (Yrittäjät 2015.) 
 
3.4 How to become a successful entrepreneur? 
Success is the aim of every entrepreneur. One seeks for financial success, another social 
success. The form of it varies between entrepreneurs and their personal desires. The path 
to success is not simple and actually there is no clear precise way to reach it. However, 
there are patterns that have been created based on the experiences of already successful 
entrepreneurs. (British Library 2020.) 
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Figure 3. Success factors 
 
The key is to make a plan for your business. According to Anastasi (2010) every success-
ful entrepreneur has had struggles between the years two and five of their business ca-
reer. However, Anastasi (2010) also states that it is possible to go through those years 
without lots of trouble by making a comprehensive and detailed plan of the business. This 
business plan should include aspects of competition, finances, consumer data, marketing, 
operations and so on (more about a business plan in chapter 4). The importance lies on 
using data as a base of the decision making instead of only intuition and feelings. How-
ever, in the article by British Library (2020) is mentioned not only to use data as a source 
for decision making as only the entrepreneur him-/herself knows the business throughout 
and can sometimes make better decision based on his/her own intuition. All in all, using 
intuition and data together when making decisions seems to be the best way to create 
success to the business. 
 
Another key part to success is the right mind-set. According to Naval (2017) an entrepre-
neur needs flexibility and persistence in order to create success. Flexibility helps the en-
trepreneur to adapt to ever-changing environment, if one idea is not working he/she must 
try another one. Persistence on the other hand is necessary for an entrepreneur espe-
cially in times when the business is not blooming as well as the entrepreneur would hope 
to. If an entrepreneur gives up from the smallest failures he/she will never gain success in 
his/her business. 
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Furthermore, innovation and ability to learn and grow are also important aspects for an 
entrepreneur. The market is changing rapidly and once you have learned to do one thing, 
it is already being replaced with a new thing. Therefore, in order to keep up with new 
trends and technologies an entrepreneur needs to be quick to act and learn. If he/she 
does not, the business will become outdated and it will fast be forgotten by the target mar-
ket groups. (British Library 2020.)  
 
In addition, the entrepreneur should first and foremost be able to differentiate his/her com-
pany from its competitors. In order to do it, the entrepreneur should be able to be innova-
tive and create memorable services and products, as well as marketing. Marketing can 
also be the key to success if it is made attractive to its target market. Nowadays the 
amount of technology used by customers has made it easier for the businesses to reach 
out to them through social media, however, it has also created a problem for the busi-
nesses to be even more innovative and unique in order to stand out. As Parantainen 
(2010) states in his book, this new problem risen by the growth in the use of technology 
has become so called epidemic for businesses. Instead of standing out and being unique 
the businesses describe their products and services with things that are taken for granted, 
with adjectives such as trustworthy, international and pioneer. These are things seen in 
every other businesses’ website which does not separate them from each other. There-
fore, the entrepreneurs have a huge demand and pressure to be innovative and unique. 
 
Along with the previous qualities and factors, success can also be achieved by having a 
trustworthy support team. The support team may consist of co-workers, business part-
ners, other entrepreneurs or even of family members. Experienced entrepreneurs may act 
as mentors and they can give a lot of help and useful life experience tips to new entrepre-
neurs, while business partners and co-workers may be a crucial lifeline to the business. 
Securing the funding or supplies of the business with a reliable business partner or inves-
tor will give the company a longer lifetime. Moreover, having a team of co-workers helps 
the entrepreneur to divide tasks to specific persons with the right skills, which will not only 
help the workload of the entrepreneur but also ensure the tasks are done properly. For in-
stance, an entrepreneur can have an accountant to manage his/her finances and a mar-
keting specialist to take care of the attractiveness of the business, and the entrepreneur 
can even outsource for example website development to a freelance programming spe-
cialist. (British Library 2020, Naval 2017, McGuire 2017.) All in all, the support team of the 
entrepreneur no matter what it consists of is important to the entrepreneur him-/herself 
and to the business. It can help to grow the business’ profit by good performance or by 
having great supplies, or, the success may come from the priceless tips from experts on 
what mistakes not to do. 
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4 Business plan  
A business plan is a tool to understand and monitor a business (Robbins 2020.) It is al-
ways a written presentation of different sections of the company, for example of marketing 
and sales, strategy, management and operations. Business plans are important for al-
ready existing companies as well as for new companies. (Yritystoiminta 2020.) Moreover, 
they can also be made for many different audiences. They can be solely for the entrepre-
neur him-/herself, for the company’s board of directors, for the entire company, or, they 
can be for investors. However, no matter the audience, the business plans should always 
be convincing, precise and logical. A business plan should convince the entrepreneur him-
/herself that the business idea is logical and can succeed. If it does not succeed on paper 
it is not worth putting money and effort into it in the real life. (Haden 2018.)  
 
4.1 How and why to create a business plan 
There are multiple good reasons for creating a business plan. New businesses need the 
business plan for defining the business and its operation plan, and, to support applying a 
loan or a government grant. According to Robbins (2020), a business plan is like a tool. It 
has many purposes such as: being a guide for business operations, helping in decision 
making and management, it is an aid to find and recruit investors, and, it is an overall de-
tailed map for the business. Creating a business plan makes the entrepreneur to process 
all the aspects and details of the original idea of the business, which helps to eliminate 
parts that will not work and to find connections that can create new solutions.  
 
According to Berry (2006) reasons for creating a business plan are: to make clear objec-
tives and goals, and, to know whether the company needs new staff, equipment or per-
haps a new location. The company’s location may affect its success crucially. Heil (2020) 
mentions how company’s location can either have a negative effect on the amount of cus-
tomers and profit, or a positive effect by having location that is matching with the com-
pany’s objectives and needs. In order to prevent having a wrong location it is important to 
create a positioning strategy for the business plan. Furthermore, location will also affect 
the amount of the company’s competition. Creating a competition strategy into the busi-
ness plan will help the entrepreneur to differentiate his/her company from its competitors 
and further create domination over them (Grev 2016). 
 
The entrepreneur should also know his/her customers and create a customer profile to the 
business plan. Knowing the customer target market is one of the most important things 
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when creating a business. When the entrepreneur knows the target market of the com-
pany, he/she can plan the marketing to meet the target market, and further expand it to 
other customer groups. Well planned marketing strategy will be an enormous aid to the 
company’s success as it helps people to know about the company’s products and ser-
vices. (Paljug 2018.) 
 
Having a plan or even an idea of the future of the company will give the entrepreneur 
something to aim for. Stating the company’s future plans in the business plan will help the 
entrepreneur to make decisions that contribute to the success of the future goals. Moreo-
ver, the business plan will require regular reviewing as the business develops. While do-
ing a review, the entrepreneur may realize what are the current issues of the company, 
what should be changed and what goals have already been achieved. In order to meet the 
goals set in the business plan, the entrepreneur must also think about the processes 
needed for it. These processes must be detailed and put into the business plan to give a 
clear idea of how the goals are achieved. (Berry 2006.) 
 
A business plan should also be able to prove that the business will provide enough reve-
nue to be a successful company. It should include strategy plans and financial statements 
with definitions of the business processes to support them. The financial statements 
should show the estimated amounts of revenue and a detailed list of expenses. When cre-
ating a business plan focusing on attracting investors, the section of financial statements 
has great importance as it needs to provide reliable information for the investors. (Berry, 
2020.) 
 
4.2 Business plan theory 
There are many different types of business plans, but the thesis author focuses on the 
type of business plan she has chosen for the Bubble tea café. The author has chosen to 
use a business plan template from Haden, a contributing editor from Inc. (2018), however, 
the thesis author has modified the concepts of the business plan template to fit the needs 
of the Bubble tea café. The main concepts of the template include nine different chapters, 
described in the following paragraphs and modified for the Bubble tea café.  
 
First is an executive summary. It is a short description of the company’s goals and what 
the business plan includes. It should also be attractive in order to make the reader con-
tinue reading forward.  
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The next two chapters are about the business plan’s overview and objectives, and, prod-
ucts and services of the company. In the Bubble tea café’s business plan these are com-
bined under one subheading, Company description. This chapter includes sections of an 
overview of the company following with its strategic statements, SWOT analysis, and 
products and services. According to Collis & Rukstad (2008) strategic statements are the 
core of the company. If the company owner, the entrepreneur, cannot define the com-
pany’s strategic statements, the company’s future does not look positive. Strategic state-
ments include three main aspects: objective, scope and competitive advantage. Objective 
means the company’s desired outcome, such as a certain financial state or social status 
that has been the company’s goal to achieve. Objective usually also includes a certain 
timeframe for reaching the goal. Scope means the company’s type of business and loca-
tion. Collis & Rukstad (2008) use a word landscape to describe the contents of scope. It 
can include for example the geographical location of the company, its style and desired 
atmosphere for instance a restaurant can be Italian or Asian, and, the type of products or 
services that the company provides. Competitive advantage means the aspects of the 
company that will differentiate it from other companies. It can be even an internal aspect 
for example a thing that the company does better than other companies. Competitive ad-
vantage is the key to make revenue and be successful. 
 
After the strategic statements is the SWOT analysis. SWOT is an abbreviation of words 
strengths, weaknesses, opportunities and threats. In the SWOT analysis the aim is to 
identify the company’s aforementioned features, clearly organize and present them, and 
use the information for the benefit of the company in its decision processes. SWOT analy-
sis may also help the company to decrease or completely remove its weaknesses and 
threats. (Schooley 2019.) 
 
The section of the products and services should describe what the company will sell and 
provide its customers. This section should not be too vast and detailed but comprehensive 
and more compressed, and in addition, the importance is in describing what makes the 
company’s products differ from its competitors’ products. 
 
In the business plan template, the next chapters include market opportunities, and, sales 
and marketing. The Bubble tea café’s business plan has these sections focusing on the 
customer target market and on the marketing strategy. Defining the customer target mar-
ket for the company is always necessary. According to Haden (2018) knowing the cus-
tomer target market and their buying behaviour and willingness to buy certain products 
are key to the success of the company. An entrepreneur must be aware of the possibilities 
of people not knowing the company’s products especially when they are new for a certain 
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area. When the customers do not have knowledge the new products it may cause a lack 
in willingness to buy and prejudices amongst the target market. For this reason, it is advis-
able to find out what people think of the new product before setting up the business. Fur-
thermore, an entrepreneur should start marketing his/her business already beforehand in 
order to light up interest in the target market group. 
 
To support finding the right customer target market for the Bubble tea café, the thesis au-
thor completed a survey using a SurveyMonkey platform in order to find out people’s 
knowledge and liking of bubble tea. The survey was open in February 2020 and it got 40 
responses. The survey and its detailed description can be found in the appendices as ap-
pendix 1. 
 
Regarding the company’s marketing strategy, there are many different ways to strategize 
company’s marketing. Boachie (2017) mentions four different types of marketing strate-
gies especially designed for small companies: 
 
First is a strategy of narrowing down the customer target market. It creates more opportu-
nities for small companies to compete with larger companies, as focusing on just one tar-
get market, such as young people or elderly, will allow the company to put more capital on 
the marketing. Focused marketing will attract more people from the certain customer 
group and increase the company’s revenue. It will also give the company a chance to ex-
pand their customer group later with marketing strategies that have already been proved 
to work. 
 
Second marketing strategy focuses on finding a suitable competitive perspective in mar-
keting. Competitive marketing angle includes something about the company or its prod-
ucts and services that makes it stand out from its competitors. This may be for instance its 
trustworthiness, fast delivery or good customer service. Then these good aspects are 
used in marketing by comparing them to other imaginary companies’ similar aspects. As 
an example, the Bubble tea café’s customer service would answer to customer inquiries 
within two hours when company A answers their customers in 24 hours. 
 
The third option for a marketing strategy is designing the company’s website, products 
and services unique and attractive. According to Boachie (2017) people nowadays pay at-
tention to surroundings for about eight seconds. Due to this, companies need to design 
their websites, products and services so attractive that they will catch the consumers’ at-
tention within those eight seconds. 
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The fourth and last option for a marketing strategy is about taking the company’s cus-
tomer relationships to a new level. For a small company it is easier to take better care of 
the customer relationships and make them more personal. Company’s staff can fulfil cus-
tomers’ needs and wants even if they were a bit out of ordinary which makes the experi-
ence better, more intimate and memorable for the customers. 
 
The company’s competitive analysis covers the next chapter of the business template. 
When looking into the competition of the company, the entrepreneur should pay attention 
to companies belonging to the same industry and having a similar business structure as 
his/her own company. If in the same location are many similar businesses with the same 
business type, such as café-bakeries, the competition may be too vast causing each or 
only one of the businesses less customers and also less revenue. Due to this, when set-
ting up a business, the entrepreneur should do research on the chosen area and its possi-
ble competitors.  
 
Knowing the existing competition has many benefits for the entrepreneur and his/her com-
pany. According to Grev (2016) knowledge of the possible competition will help the entre-
preneur to differentiate his/her company better, it will give a clear idea of the existing mar-
ketplace, and, it will help to market the company and its products in a more unique and 
suitable way to fit the target market. Moreover, if the entrepreneur knows the possible 
competition of some certain locations, choosing a location with fewer competitors from the 
same industry can help the company to improve its opportunities for success. 
 
The last three chapters describe the company’s operations, management, and financial 
statements and strategies. The company’s operations according to Haden (2018) should 
include all the necessary aspects in order to run the business. Haden mentions five key 
factors that should be put in the operations plan: Location, daily activities, law and regula-
tions, staffing, and, suppliers. The company’s location should be described in order to 
clearly specify what the company wants from it and also to describe the needs of the busi-
ness premises. The premises may for example require special permits and possibly reno-
vating and a new interior design. All this should be mentioned in the operations plan. Next 
should be mentioned all the daily activities which include for example possible service and 
production methods, daily maintenance, replenishment of the stock and so on. Basically 
this section should include aspects of all the necessary daily activities. Moreover, every-
thing regarding law and regulations should also be written on the operations plan. If the 
company requires for example permits for setting up the business or patents for its prod-
ucts, they should be mentioned in this section. In the operations plan the section with 
staffing needs should also lay out what skills and training are required from the staff and 
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how the recruiting process is planned to be done. Last in the operations plan should be 
written the suppliers of the company and what procedures such as payment plans are put 
in place. 
 
The company’s management team description needs to define who are the company own-
ers and managers, what are their skills and what tasks belong to whom. Also, if the com-
pany owners or managers have previous experience of the designed position that should 
also be mentioned. (Haden 2018.) 
 
Last section in the business plan is the financial strategies and statements. Financial 
statements are estimates of the eventual costs and revenue of the planned business. 
They are one of the most important parts of the whole business plan. Eventually they are 
the factors telling the investors and the entrepreneur him-/herself whether the company 
has a chance to succeed. Haden (2018) mentions in his business plan template five re-
ports that a business plan often includes: A balance sheet, income statement, cash flow 
statement, operating budget, and, break-even analysis. 
 
4.3 The Bubble tea café – reflection on the business plan process  
The aim of the Bubble tea café’s business plan is to justify the validity of the company’s 
idea, operations and show its possibility for success. The thesis author chose to use a 
business plan template from Haden (2018) because its contents were most suitable for 
the structure of the Bubble tea café. However, the thesis author still modified some parts 
of the contents by either removing or replacing them in order to maintain the original idea 
of a simple and small café. The thesis author had planned to write the business plan 
within April and has been successful in it. Although the author started the business plan 
writing already in February, she had a break from it in March and continued the business 
plan writing in April. In the following sections is described the writing process in more de-
tail. 
 
The original thought of a place selling bubble tea was born in England. In year 2016 the 
thesis author decided to go to England for a few years and in a city called Bournemouth 
she found a café selling drinks called bubble tea which had an exquisite taste. After re-
turning to Finland the thesis author found bubble tea only from two small kiosks in Helsinki 
which created a question in her mind why there are no cafés selling it, like there were in 
England. In England cafés selling bubble tea have been around for years. In 2014 bubble 
tea was already a trend in England even though originally bubble tea comes from Taiwan 
(BBC News 2014). 
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When starting to plan the thesis the author had an idea to write about entrepreneurship as 
already for a long time she had been thinking about becoming a business owner. How-
ever, it was not her first thought to set up a bubble tea café. The author first went through 
a range of business options such as a café, fitness and health centre, and a travel 
agency. Travel agency was first cut out from the options as it did not fit the idea of a more 
personalized business type. The idea of a fitness and health centre had a longer lifespan 
as the thesis author herself does fitness and is interested in it. However, the option of a 
café was more realistic and suitable for the thesis author’s previous education as a baker-
patissier. Hence the option of a café was chosen. 
 
Cafés however are fairly mundane so the thesis author needed to think about the type of 
the café in order to stand out from the competition. This is where the thesis author remem-
bered her experience with bubble tea and decided to continue with the idea. 
 
The business plan for the Bubble tea café was first designed with the business model can-
vas (see appendix 2). The business model canvas was used to find out the key aspects of 
the company. The section of the partners was time-consuming as it already needed re-
search of possible wholesale suppliers and their products. The business model canvas 
was a useful tool to create a simple layout of the business, from where it was easy to con-
tinue planning the business. 
 
After creating the business model canvas, the next step was to design the table of con-
tents for the business plan. The table of contents was supposed to cover all the necessary 
areas of the business and still stay brief. The first design of the table of contents had a to-
tal of 12 chapters with multiple subchapters. The thesis author started the writing process 
with the chapter about the target market as she had already earlier completed a survey to 
support it. The survey and its findings were later on put to the appendices (appendix 1) as 
its contents did not support the right structure of the business plan. 
 
The chapters of customer target market, marketing strategy and competition are closely 
related and partly dependant on each other which made it easier to write them at the 
same time. The marketing strategy was based on the data of the customer target market. 
Since the target market is young people under 30 years of age the most suitable market-
ing channel was to use online marketing such as social media. The competition was also 
taken into account when planning the marketing strategy. As there are not many places 
selling bubble tea in Helsinki, making the Bubble tea café known and separated from its 
competitors is not seen as a big challenge. 
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Next on the writing process was the company overview including the strategic statements, 
SWOT analysis and products and services. The thesis author wrote the strategic state-
ments first as they defined the company’s goals, scope and competitive advantage. Know-
ing these aspects made it easier to continue to think about the company’s strengths and 
weaknesses. The Bubble tea café has a very stable structure and its operations are 
properly thought through which gives the company an advantage. Its uniqueness and lo-
cation are also a benefit, but a threat can be seen in the company’s product variety. How-
ever, the owners of the Bubble tea café are aware of it and based on their experiences in 
England, they believe that the awareness and popularity of bubble tea will rise fast in the 
upcoming years. 
 
The business plan’s most complex and demanding parts were the company’s operations 
and financial statements. Writing the company operations required time and careful con-
sideration. The thesis author had to use the business plan template from Haden (2018) as 
a guide to know what aspects should be written into the operations part and the author 
also used the business model canvas to know the original idea of the Bubble tea café’s 
operations (see appendix 2). 
 
The financial statements were mostly time-consuming and required knowledge of the 
wholesale product prices. The thesis author had chosen to use a bubble tea wholesale 
company called Boba Box for all the bubble tea ingredients and got their prices from the 
Boba Box website. The other supplies and expenses, such as the amounts of mainte-
nance supplies as well as rent or electricity, were more difficult to put an exact price on. 
The rent price was based on a research of small rental properties in Kamppi area and the 
expenses regarding the premises were put into perspective based on the size and opera-
tions of the company. For the maintenance and equipment supplies the author had cho-
sen to partner with a wholesale company called Heino Tukku (2015), however, when re-
searching the prices from the Heino Tukku website, accessing the prices would have re-
quired already existing company information. In order to get some approximate prices to 
the financial statements, the thesis author looked for the prices from department stores. 
Due to this, the maintenance supply prices in the financial statements may be a tad higher 
than they would be if the prices were straight from a wholesale company. Even though, 
with slightly higher expense prices the Bubble tea café was still left on positive in the net 
cash flow which means that the company would do even better if the supply prices were a 
bit lower.   
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The Bubble tea café’s future plans include expanding the drink variety from cold bubble 
teas to warm bubble teas and smoothie based bubble teas. These naturally require a dif-
ferent drink base which means new training for the company owners and further for the 
other staff also. New drink bases might also require some new equipment and machinery 
purchases. Another plan for the Bubble tea café’s future is to expand the company into 
another location for example to another part of Helsinki or possibly to another city such as 
Tampere, Turku or Rovaniemi. The key in the new café’s location would be to find a place 
with good access for both local people and tourists in order to maximize the sales. 
 
Finally, to sum up the description of the business plan process and to clear out its func-
tionality. The thesis author has analysed the information provided by the business plan 
and based on the operations of the company and its financial statements, the thesis au-
thor sees the Bubble tea café as a functioning, organised and creative business idea. Its 
business plan also serves its purpose: it gives a clear description of the company and ex-
plains its operations and products and services comprehensively and logically. The busi-
ness plan is also attractive, plausible and practical, stating the necessary aspects of the 
Bubble tea café. 
 
With the help of the business plan, the Bubble tea café owners are planning to establish 
the café within two years from now, depending on the economic situation and whether the 
owners have been granted the required bank loan. 
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5 Discussion 
As this is a product oriented thesis, the main goal is to present a functioning and viable 
business plan of the chosen company. The thesis author has created and designed a new 
company called the Bubble tea café which will be located in Helsinki and managed by the 
thesis author and her spouse. As has been mentioned in the previous chapter, the thesis 
author has planned to establish the café approximately within the next two years after she 
has been successful to receive a bank loan for the company. In order to get the bank loan, 
the thesis author made a business plan, the final product of the thesis. In other words, the 
business plan has been created in order to get a funding and also for the café owners’ 
own use. Furthermore, to support the business plan and the idea of becoming an entre-
preneur, the author decided to include descriptions of different aspects of entrepreneur-
ship, specifically in Finland. 
 
The original timeframe for the thesis writing started from March 2020 continuing till ap-
proximately mid-May 2020. However, as the thesis author found out that the latest thesis 
presentation day would be slightly before mid-May, the timeframe had to be changed. The 
new timeframe started from mid-February and continued till the beginning of May.  
 
 
Figure 4, Chart of the thesis timeframe 
 
The plan was to write the theoretical part first, mainly in March, and continue with the busi-
ness plan in April. As the thesis author looks back at her work and timing, she managed to 
write all the chapters including entrepreneurship within the first half of March. The second 
half of March and the first half of April were used to write the business plan. The rest of 
the time before the beginning of May were used for both finishing the business plan and 
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writing the theory of it in the theoretical framework. The author saw it useful to combine 
the writing of the two aforementioned parts as the theory of the business plan helped in 
knowing what to write in the Bubble tea café business plan. All in all, following the set 
timeframe worked well for the thesis author, even though she did not put too specific tasks 
or deadlines for herself. 
 
Since the thesis is product oriented, the theoretical framework did not require specific 
methods in its creation process. However, the thesis author used quantitative research 
methods in a form of a survey and a business model canvas to support the creation of the 
final business plan product. The survey, as has been mentioned in the earlier chapter, fo-
cused on finding the customer target market for the Bubble tea café and it got a total of 40 
answers from varied age groups. The thesis author found the information provided by the 
survey useful and reliable, clearing out the company’s exact target market segmentation. 
 
The second method, the business model canvas, also proved itself a practical and helpful 
tool in the business plan creation. The business model canvas was used for the first de-
sign of the company’s structure and based on it was created the final business plan. Sep-
arating different aspects of the company and its operations helped to make the plan more 
detailed and focused on the necessary aspects. 
 
The thesis author wrote the theoretical framework having in mind that it should provide in-
formation that justifies and supports the contents of the business plan. The sections de-
scribing entrepreneurship and how it shows in Finland provide information for new entre-
preneurs about the café and restaurant industry and give an image of the situation in the 
Finnish economic structure. The following chapter about becoming an entrepreneur fo-
cuses on the entrepreneur and his/her responsibilities when establishing a new business. 
The aforementioned sections in the theoretical framework are not directly reflected in the 
business plan, however, they focus on the moments before and after establishing a busi-
ness. These sections are important in the support of the business plan because of three 
reasons. Firstly, they justify the economic situation in which the new business should be 
established in. Secondly, they prepare the entrepreneur by making him/her realise the 
risks and inner motives regarding opening a business, and thirdly, they provide infor-
mation on the industry regulations and on different factors that can affect the success of 
the business. The aforementioned are things, that the entrepreneur needs to be aware of 
prior to setting up a business as they can affect crucially the viability and profitability of the 
new company. 
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The theoretical framework reflects also directly to the Bubble tea café’s business plan. In 
the theoretical framework are described the most common business forms used in Finland 
which provides background information for the business plan. The business form chosen 
for the Bubble tea café is a private limited company. This is reasoned by the facts that the 
author of the thesis is planning on establishing a small business and having her spouse as 
the second owner of it. Moreover, the annual revenue based on the financial statements is 
estimated to go over 100 000 euros and the author would like the income to be the com-
pany’s money and not be seen as her own personal money. 
 
Moreover, in the chapter 3.2 are defined common risks for food industry businesses, 
which for the Bubble tea café are described in its SWOT analysis. Establishing the Bubble 
tea café requires renting a property and renovating it to fit the regulations set for food in-
dustry businesses. It will also require a starting capital and a bank loan as is stated in the 
business plan’s financial statements. The amount of work put in to the running of the café 
will also be demanding for the café owners as they will have at most one more person to 
help at the beginning before there is a need to hire more staff. All things considered, it is 
risky to set up the Bubble tea café. However, the thesis author is aware of the possible 
risks and threats for the company but she has an aim to make the company successful 
and the mind-set knowing that entrepreneurs are risk takers. 
 
The possibility for the Bubble tea café’s success is also proved by its financial statements. 
The annual expenses of the Bubble tea café are 26 051,16 € and based on the calcula-
tions of having approximately 100 customers per day, the annual gross revenue would be 
145 800 €. If this would be the expenses/revenue ratio for the Bubble tea café’s first few 
years, the company would stay on positive each year by an approximate net revenue of 
119 748 €. Naturally in the first year the expenses are bigger as the variable costs are 
high, however, even with the total of 25 818,32 € of variable costs, the company would still 
stay on positive even in the first year. Based on the calculations and on the detailed clear-
ance of the Bubble tea café’s finances, the thesis author finds the company very plausible 
and reasonable. 
 
Although most of the thesis process went well for the thesis author, she still had some dif-
ficulties in the writing process. The thesis author intended to make two interviews with the 
existing two places selling bubble tea, but after contacting both of them the author got a 
negative reply from both companies. It was a setback affecting the scale of information in 
both the theoretical framework and in the business plan. The thesis author had hoped to 
get an up to date information and experiences from the two companies providing the au-
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thor with data that cannot be taken from existing literature. However, after the negative re-
plies and because of the sudden closure of libraries caused by the CoVid-19 virus, the au-
thor had to focus mostly on information found online. 
 
Anyway, even with a few problems, the thesis author managed to make her thesis fluent, 
informative and distinctive. The author is also satisfied with the final product and its viabil-
ity and extent. However, as an improvement point, the author criticizes leaving the start of 
the writing process as late as February. Perhaps with more time the author could have 
been able to find more quality information and justify her decisions better. 
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Appendices 
Appendix 1. Bubble tea survey 
Survey of bubble tea – Finding the target market 
 
First question in the survey is “What is bubble tea?”. People had to describe their thoughts 
of bubble tea and from the responses can be shown that approximately 55% of the re-
spondents knew or had an idea what bubble tea is while the rest either did not know or 
had to google it to find out. 
 
Second question (see figure 1) followed by the third question show data of people who 
have tried bubble tea and whether they liked it or not. Out of 40 people only 15 (37,5 %) 
have tried bubble tea, however, out of those 15 only three people did not like it (see figure 
2). This gives an implication that bubble tea – as new and weird it might be, is mostly liked 
by people who try it. 
 
 
Figure 1. Survey question 2   
            Figure 2. Survey question 3 
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As is known now that mostly people who have tried bubble tea have also liked it, the next 
step is to find out where they tried it. This is an important aspect to know when setting up 
a business as it shows data of how popular and known the existing bubble tea places in 
Finland are. In the question 4 (see figure 3) people where asked where they have tried 
bubble tea and the answers vary a lot.  
 
 
Figure 3. Survey question 4 – “Where have you tried bubble tea?” 
 
The survey data from the question 4 shows that seven out of 15 people have tried bubble 
tea in Finland, most of them in Helsinki and one in Tampere. The other eight people have 
tried bubble tea in various countries, such as United States and United Kingdom. There 
are two bubble tea places currently in Helsinki, one in Itäkeskus and one in mall Tripla 
(see the business plan chapter competition). In the summer time there is also a small ki-
osk located close to Kamppi that sells a small selection of bubble teas. 
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The question five of the survey (see figure 4) measured people’s willingness to try or have 
again bubble tea. Even though about 63 % had not tried bubble tea before, still a majority, 
70 % of the respondents would like to try it. This is important data to know as it shows the 
interest of the target market towards the product of the Bubble tea café. However, 27,5 % 
of the respondents show uncertainty and prejudices towards bubble tea which needs to be 
taken under consideration. These people can become new customers in case the market-
ing is done correctly and properly. When a customer chooses a product their buying deci-
sion comes from many factors which are for example: knowledge of the product, how the 
product serves their needs and lifestyle, and, how the person feels about the product. 
With marketing the knowledge of the product can be spread around and the product can 
be made attractive. This attraction is especially important with impulsive buying, as it is 
based on emotion. (Verkko Varia Vantaan Ammattiopisto 2016.) 
Figure 4. Survey question 5 
 
  
  
 Figure 5. Survey question 6 
 
In the last question of the survey the aim is to find out the age range of the respondents. 
As is seen in the figure 5, the vast majority of 19 people belongs to the age group of 21-29 
year olds. The next biggest age group with 8 respondents is 15-20 year olds following with 
an age group of 50+ year olds consisting of seven people. The age group of 41-50 year 
olds did not get any people, 36-40 year olds’ age group has 1 person and 30-35 year olds’ 
group has 5 people. 
 
  
37 
From this data can be observed that bubble tea interests mostly young people under 30 
years of age. However, without linking the answer with the age of the respondent the data 
is not coherent and reliable. For this reason, more comprehensive research must be done. 
 
So now we get to the deep more comprehensive research. In support of the research the 
thesis author has created a table with all the respondents’ answers (see table 1). When 
looking at each answer separately the data received from it gives a very interesting infor-
mation. As was thought earlier, the target market group based on the interest on the sur-
vey would be younger people under 30 years of age. However, only 12 of 19 people of the 
age group of 21-29 say they would want to try or drink again bubble tea, while 6 are not 
sure and 1 does not want to. Meanwhile the age groups of 50+ and 15-20 year olds are 
surprising. Bubble tea is a growing trend which could be generalized as a product for 
young people, however, from the age group of 50+ five out of seven respondents would 
want to try it and the other two are not sure, even though none of them actually knows 
what bubble tea is. This is a remarkable discovery as it shows interest from other cus-
tomer groups than only from young people and it has to be taken into account when de-
ciding the target market group and when planning marketing methods. 
 
The age group of 15-20 year olds consists of eight people and seven out of them would 
like to try bubble tea while five of them have tried it before. This supports the idea of the 
main target market group being the young people as the product is favoured by them. The 
young people are also seen as more adventurous to try new things, which affects their 
buying behaviour. Buying behaviour is made by many factors and demographic factors 
such as age are one of them (Raatikainen 2008). 
 
Moreover, the responses from people of ages 30-49 are on the short side. There are in to-
tal 6 responses from these age groups and only three of them say they would like to try 
bubble tea while two are not sure and one does not want to. This can be interpreted as a 
lack of interest towards bubble tea. On the other hand, the lifestyle and the state of life of 
the respondents might also be the reason why they either have no interest or knowledge 
of the product. 
 
As a conclusion, bubble tea is a new and unknown product for many people as the survey 
proved only about half of the respondents had an idea what it is. Despite that, even 70 % 
would like to try it or drink it again which shows people’s interest towards bubble tea and 
supports the aim of setting up a Bubble tea café. What is surprising is the interest towards 
bubble tea from older age group of 50+. None of the respondents from the age group in 
question has tried bubble tea before and most of them have no knowledge of the product 
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either. Even so, the interest of the age group of 50+ is evenly high as in the age group of 
15-20 year olds. This said, the survey has been successful to give reliable data of peo-
ple’s knowledge and interest of bubble tea and gives data to clarify the target market 
group for the Bubble tea café. As a conclusion, the target market group for the Bubble tea 
café is young people under 30 years of age and people of age 50+. 
 
Table 1. Survey answers 
Anonymous 
person 
Has knowledge of 
bubble tea 
Has tried 
bubble tea 
Likes bub-
ble tea 
Wants to 
try it 
Age 
group 
1 Yes Yes Yes Yes 21-29 
2 Yes Yes Yes Yes 21-29 
3 Yes Yes Yes Yes 15-20 
4 Yes No N/A Not sure 21-29 
5 Yes No N/A Yes 50+ 
6 Yes Yes Yes Yes 21-29 
7 Yes Yes Yes Yes 21-29 
8 Yes Yes Yes Yes 15-20 
9 No No N/A Yes 15-20 
10 Yes Yes Yes Yes 21-29 
11 No No N/A Not sure 30-35 
12 Yes Yes Yes Yes 15-20 
13 Yes No N/A Yes 15-20 
14 No No N/A Not sure 21-29 
15 Yes Yes Yes Yes 21-29 
16 No No N/A Not sure 21-29 
17 Yes No N/A Yes 30-35 
18 Yes No N/A Yes 50+ 
19 Yes Yes No Yes 21-29 
20 Yes No N/A Yes 21-29 
21 No No N/A Not sure 50+ 
22 Yes No N/A Yes 21-29 
23 Yes No N/A Yes 21-29 
24 Yes Yes Yes Yes 15-20 
25 Yes Yes No Not sure 21-29 
26 No No N/A Yes 50+ 
27 Yes Yes Yes Yes 15-20 
28 No No N/A Yes 50+ 
29 No No N/A Yes 21-29 
30 No No N/A Not sure 50+ 
31 Yes Yes Yes No 30-35 
32 No No N/A Yes 30-35 
33 No No N/A Yes 21-29 
34 No No N/A Not sure 21-29 
35 No No N/A Not sure 21-29 
36 Yes Yes No Yes 21-29 
37 Yes No N/A Not sure 36-40 
38 No No N/A Yes 50+ 
39 Yes No N/A Not sure 15-20 
40 Yes No N/A Yes 30-35 
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Appendix 2. Business model canvas 
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Appendix 3. Business plan for the Bubble tea café 
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1 Executive summary 
 
This is a business plan for the Bubble tea café providing an overview of the company and 
its operations as well as a justification of its viability based on the estimated financial 
statements. 
 
The Bubble tea café is a limited company created and owned by a multicultural couple. 
The owners, Elisa Pitkänen and Pantelimon-Ionut Salceanu, desire to make bubble tea, 
the main product of the Bubble tea café, a well-known and popular product in Finland.  
 
The Bubble tea café is aimed to be the first café in Helsinki focusing its sales solely on 
bubble teas. Currently there are two other companies selling bubble tea in Helsinki, but 
the difference between them and the Bubble tea café is the location, type and style of the 
café. The Bubble tea café has an advantage with a central location being in the heart of 
Helsinki, in close proximity for locals and tourists to access it. In addition, only the Bubble 
tea café has a café setting and sales focusing on a large variety of bubble teas. 
 
The marketing of the café is focused on online marketing due to the target market being 
young people under 30 years of age. The customer type has grown up with technology 
which makes it the most efficient way of marketing for them. During events and special 
dates, the café’s marketing will also be operated through spreading out marketing fliers. 
 
Since the Bubble tea café does not have a large competition on its exact field, and the 
main sales product is fairly unknown to Finland, can be reasoned that the growth possibili-
ties of the company are limitless. With focused and attractive marketing, the Bubble tea 
café can reach and expand its customer target market and create great popularity within 
Finland. In order to do it, the Bubble tea café needs a starting loan from the bank of 
40 000 euros and a starting capital of 10 000 euros. The starting capital is the owners’ 
own savings that they are willing to invest in their new company in order to make it suc-
cessful. 
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2 Company description 
 
The Bubble tea café is a new company in the Finnish café and restaurant industry. It is a 
limited company owned and established by a Finnish-Romanian couple who desire to pur-
sue a life as entrepreneurs and company owners.  
 
The Bubble tea café is a small company based in Helsinki, Finland. It has small coffee 
shop premises in the heart of Helsinki, more specifically in Kamppi area. The Bubble tea 
café has a bubbly, cosy and home-like atmosphere which is created by its bright but 
earthy colours and wooden elements. Since the coffee shop premises are fairly small, the 
Bubble tea café can maintain with two to five staff members, including the owners. The 
Bubble tea café specializes in a wide variety of bubble teas including tea –based bubble 
teas with fruit and coffee flavours.  
 
The target market for the Bubble tea café is young people between 15 and 30 –years old. 
They will be marketed mainly through online marketing in the café’s own website and so-
cial media. However, close to special events and the café’s opening date the café staff 
members will go to spread out marketing leaflets. 
 
 
Figure 1, a Milk tea with tapioca pearls (the Modern studio 2020) 
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2.1 Strategic statements 
 
 Objective: The Bubble tea café aims to become a successful company within 
three years of its opening day. Its targeted annual profit is to go over 100 000 eu-
ros. The company also wants to make bubble tea a popular and desired product 
in Finland within every age group. In order to do so, the Bubble tea café requires 
good marketing and detailed information on its customers’ buying behavior.  
 Scope: The landscape for the Bubble tea café includes a geographical location in 
Kamppi, in the heart of Helsinki. The premises will have a small coffee shop area 
with a home –like atmosphere created by wooden elements and bright colors to 
meet the easygoing and jolly appearance of bubble tea (see figure 2 as an exam-
ple of the intended interior design style).  
 Competitive advantage: The competitive advantage for the Bubble tea café are its 
uniqueness in Finland, its variety of bubble tea flavors, and its central location. 
The Bubble tea café as itself is already fairly unique in Finland as there are only 
two other shops and one kiosk selling bubble tea in Helsinki (see chapter 5 for 
competition). Differentiating the Bubble tea café from the similar businesses hap-
pens with its unique style. The Bubble tea café is the only place in Helsinki with an 
eat-in coffee shop area and with a large variety of different bubble tea types and 
flavors. It is also located centrally in Helsinki, Kamppi area, which is easily ac-
cessed by the local people and tourists. 
 
 
 
Figure 2, An example image of the Bubble tea café’s interior design. (Google im-
ages, 2020) 
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2.2 SWOT analysis 
 
Figure 3, SWOT analysis 
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2.3 Products and services 
 
The Bubble tea café focuses its sales solely on bubble teas. There are many different 
types of bubble teas, but the Bubble tea café will start its sales with tea –based bubble 
teas. The reason why bubble teas are so special is in their texture. All the bubble teas are 
made of different green- or black tea bases with flavours of bubble tea syrups and pow-
ders. Bubble tea drinks are cold and they have either tapioca pearls, juice pearls or coco-
nut jellies at the bottom of the drinks (Healthy nibbles 2020). In the following figure (Figure 
4) are listed some of the bubble tea flavours and their toppings that will be included in the 
Bubble tea café’s selection. 
 
 
Figure 4, Bubble tea flavours for the Bubble tea café 
 
As has been mentioned earlier, the Bubble tea café will have a small coffee shop prem-
ises and it will aim to offer its customers a unique café experience either eating in or hav-
ing their bubble teas as a take-away. When the bubble teas are enjoyed within the prem-
ises, they will be served in tall glasses with wide colourful straws (see figure 5). Take-
away bubble teas are served in plastic cups with lids and also with a wide straw. 
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Figure 5, An example of a bubble tea in a glass (Hamano 28.08.2018) 
 
 
3 Customer target market 
  
Most of the visits to cafés in Finland happen in larger towns and cities. The biggest visitor 
group consists of young adults followed by elderly people over 65 years old. Young peo-
ple’s consumer behavior is part of the reason for their frequent visits to cafés. They are 
seen as more relaxed and carefree which makes them spend more money on their free-
time activities. Young people also tend to try new things more open-mindedly and they like 
to persuade their friends to do so too. (Huomo 2019, Swain & Sahu 2007) 
 
Since the Bubble tea café’s main product bubble tea is still fairly unknown product in Fin-
land, the target market of the Bubble tea café is young people under 30 years of age. This 
is also justified by the results of a survey completed by the café owner Pitkänen. The sur-
vey focused on finding out the customer target market of the Bubble tea café. Based on its 
results, many of the respondents of the age group of under 30 years old already have 
knowledge of bubble tea and some have even tried it before. This gives an advantage to 
the Bubble tea café based on the aforementioned information of young people’s buying 
behavior and social pressure. 
 
Moreover, the bubble tea survey also shows that people over 50 years of age are as well 
interested in the bubble tea. Even so, at the moment it is more beneficial for the Bubble 
tea café to focus its marketing and sales on the main customer group of young people un-
der 30 years of age. However, it is important also to know the information about other pos-
sible target markets which means the customer group of people 50+ years old will remain 
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as a secondary customer group for the Bubble tea café and they will be the focus of mar-
keting later on.  
 
 
4 Marketing strategy 
 
Suitable marketing strategy for the Bubble tea café includes different marketing ways. As 
the company is small, it will put more focus on marketing for a specific customer group, 
the young people. It will also offer its customers more personal and customized service 
which will help in creating better and long lasting customer relationships. The Bubble tea 
café will also have a website designed and created by a professional web developer in or-
der to reach customers also online. The Bubble tea café’s website will work also as a mar-
keting channel where the company can market special offers and events happening in the 
café. Moreover, the Bubble tea café will have social media pages such as Facebook and 
Instagram to present their products and make them look attractive. Social media pages 
will also work as marketing channels where the company can release news about upcom-
ing special dates and products. On top of the online marketing, the Bubble tea café will 
spread out leaflets close to its opening date and special events. For this it will need ap-
proximately two or three people, printed leaflets in A5 size and good marketing locations, 
for example Helsinki railway station and Kamppi mall. 
 
 
5 Competition 
 
As the Bubble tea café of the thesis would be set in Helsinki its competition is minor. 
There are only two other cafés selling bubble tea in Helsinki, which both of them have a 
different location from the Bubble tea café. Also, the business type of the Bubble tea café 
differs from the other bubble tea places in Helsinki. The bubble tea café in mall Tripla, 
called Kuplavohvelibaari (Kuplavohvelibaari 2019), focuses its sales on bubble waffle and 
only sells bubble tea as a secondary product. Moreover, the bubble tea place in Itäkeskus, 
called Bubble tea (Itis 2020), does not have the traditional setting of a café which the Bub-
ble tea café will have. These differences give the Bubble tea café a benefit as its sales fo-
cus on a large variety of different bubble teas which can be enjoyed as a take-away or in 
the café. Furthermore, in the summer time close to Kamppi, there is often a small kiosk 
selling bubble teas but it is not seen as a major competitor for the Bubble tea café as the 
business structure and product variety are very different from what the Bubble tea café 
has.  
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6 Operating plan 
 
The location for the Bubble tea café is in Helsinki, in the capital of Finland. It will be cen-
trally located in Kamppi area which is easily accessed from the Helsinki-Vantaa Airport, 
central railway station and even from the harbor. The Bubble tea café’s location gives it 
the best possible advantage in finding new customers. For its premises, the Bubble tea 
café owners would prefer to rent a business space, however, buying it is also a possibility 
and has been taken into account when choosing the location. The Bubble tea café needs 
a space with minimum of 40m2 for approximately 30 customer places, and premises pref-
erably with an existing toilet since a toilet renovation can be a huge cost. However, the 
owners are still prepared to do even major renovations in the premises if needed. A nec-
essary renovation will be with the interior design as it needs to fit the style of bubble tea.  
 
The following legal permits and notices will be done prior of opening the Bubble tea café: 
  
 A notice to the local officials about establishing a café. 
 A notice to the trade register. 
 Registering to pay VAT. 
 Enrolling to the withholding tax register. 
 Getting hygiene passes. 
 Sending out a recruiting advertisement for one to three staff members. 
 
The daily activities for running the Bubble tea café consist of: 
 
 making and serving bubble tea to the customers 
 cleaning and maintaining the equipment and premises 
 checking the stock quantities 
 counting the day’s profits 
 ordering new ingredients and small equipment such as cups and draws is done 
weekly. 
 
The Bubble tea café will need one to three extra staff members in addition to the owners. 
For the first six months the Bubble tea café will employ only one extra staff member and 
depending on the amount of customers the Bubble tea owners will consider employing 
more workers. The new staff members will be working in the café as coffee shop workers 
and they will be trained for the job by the owners at the beginning of their employment. 
The new staff members are required to have a hygiene pass no later than three months 
after the starting to work at the café. The Bubble tea café owners do not require special 
skills from the new staff members, only flexibility and good customer skills. The reason for 
this is that the café owners want to give a chance also for young people to get their first 
job without previous experience. 
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The Bubble tea café will need machinery and equipment suppliers as well as bubble tea 
drink ingredient suppliers. The Bubble tea café’s owners have done research on the pos-
sible bubble tea suppliers and have found a company from United Kingdom. The whole-
sale company called Boba Box (2020) is a promising option as it sells both bubble tea ma-
chinery and ingredients for the drinks. The Bubble tea café owners have decided to con-
tinue with a partnership with the company Boba Box because it has clear and easy web-
site, it has decent prices on its wholesale products, and, it is located close to Finland. The 
Bubble tea café company has an aim to be sustainable and it is important for the company 
owners to have their supplies coming from close proximity. Moreover, it is also more ef-
fortless to order all the supplies from the same wholesale company. 
 
The Boba Box will provide the Bubble tea café the special plastic cups for take-away bub-
ble teas, ingredients needed in the bubble teas, and with the machinery needed in making 
the bubble teas. For all the other small equipment such as napkins or glasses for bubble 
teas served within the premises, the Bubble tea café will have another supplier. The Bub-
ble tea café owners have thought of a wholesale company called Heinon Tukku (2015) for 
a supplier as it has a large variety of products, decent prices, well maintained online store, 
and, it is located in Helsinki. 
 
 
7 Management team 
 
The Bubble tea café is managed by its two owners: Elisa Pitkänen and Pantelimon-Ionut 
Salceanu. Both owners will have the equal rights to the company’s decision making. In ad-
dition, for example decisions of loan- or fund applications as well as purchase decisions 
are made together. 
 
Pitkänen will have the responsibility of the company’s finances, visual design and in the 
café operations. She has previous education from the hospitality industry as a baker-patis-
sier as well as studies from Bournemouth University, International hospitality and tourism 
management programme. She has also worked in an Asian restaurant and has familiar-
ized herself with the fast-paced environment of a restaurant and café industry. 
 
Salceanu has knowledge on IT technology and will be in charge of managing the com-
pany’s website and social media as well as marketing. He will also work alongside 
Pitkänen in the café. 
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8 Financing and revenue statements 
 
In the financial statements the calculations are based on the estimate of having approxi-
mately 100 customers per day and a total of 36 000 customers per first year. As bubble 
tea is a new product in Finland, the amount of customers may be a bit less at the begin-
ning but the amount is estimated to grow rapidly when the product becomes more popu-
lar. Moreover, the daily customer amount may also vary depending on the day and sea-
son. During peak times such as summer and seasonal events, the number of customers 
may rise to be over 100, when for example in winter the amount of customers is expected 
to be less than 100. 
 
Furthermore, the financial statement calculations are also done without taxes and YEL –
insurance payments. The Bubble tea café will also have a starting capital of 10 000,00 € 
and the café owners will apply for a bank loan of 40 000,00 € which will be mentioned in 
the calculations. Moreover, in order to be able to run the café in the first year, the café 
owners will hire one extra staff member to work full-time in the café. The staff salary will 
be based on the latest MaRa collective labour agreement. (Palvelualojen ammattiliitto 
2020.) 
 
The Bubble tea café focuses its sales on a variety of bubble teas in two drink sizes: 360ml 
cups and 500ml cups. The sales are expected to focus more on the bigger cup size based 
on the café owners’ own experiences of following the sales trend from United Kingdom. 
The expectation is to have 70 % of the customers to purchase the size 500ml drink and  
30 % of the customers would purchase the size 360ml drink. 
 
In the table 1 is stated the estimated revenue per month. When the Bubble tea café’s 
number of customers is estimated to be an average of 100 per month, the total revenue 
per first year would rise up to be 145 800 €. 
 
 
Table 1, Revenue per month 
 
 
Product prices/month
Product á price € Estimated purchases Sum €/day Total €/month
Bubble tea 500ml 4,20 70 294,00 8 820,00
Bubble tea 360ml 3,70 30 111,00 3 330,00
12 150,00
*Estimated 100 customers/day
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In the following tables (see tables 2 and 3) are specified in more detail all the estimated 
expenses for the Bubble Tea café. Table 2 describes all the one-time expenses and the 
table 3 describes all the repeating monthly expenses. All the expenses consist of, among 
other things, of ingredient and equipment costs, machinery purchases, repairs of the 
premises and staffing costs. In the first year the variable costs such as renovation costs 
and one-time equipment purchases are high but necessary. The total of monthly ex-
penses per year sums up to 26 051,16 €, and the total of one-time expenses is  
25 818,32 €. 
 
 
Table 2, Estimated one-time expenses 
Estimated one-time expenses
Equipment for making bubble tea one-time purchases á price € Quantity pcs Sum € Total price € Total expenses
Tea container 67,86 4 271,44
Syrup measuring cup 100ml 2,92 2 5,84
Tea sieve 3,49 4 13,96
Stainless juice ball nets 3,50 13 45,5
Iron mixer 4,67 3 14,01
Automatic sealing machine 935,99 1 935,99
Plastic shaker 700ml 11,70 2 23,4
Plastic shaker 530ml 10,52 2 21,04 1331,18
Cleaning supplies one-time purchases á price € Quantity pcs
Floor brush & dust pan set 7,25 1 7,25
Vacuum cleaner 150,00 1 150
Mop cloth 9,99 2 19,98
Mop set 26,95 1 26,95
Buckets 10l 1,50 2 3
Window scrubber 5,99 1 5,99
Toilet brush 6,99 2 13,98 227,15
Starting expenses, one-time payments price €
Renovation 20 000,00
Furniture 2 000,00
Rental deposit 900,00
Legal payments 300,00
Starting installations 400,00 23 600,00
Other one-time purchases á price €
First-aid cupboard 9,99
Cashier 500,00
Cashier system 50,00
Contactless payment terminal 100,00 659,99 25 818,32
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Table 3, Estimated monthly expenses 
 
On top of the aforementioned expenses, the Bubble tea café will have costs on labor, con-
sultant services and on occasional purchases (see table 4). The occasional purchases, in 
the calculations mentioned as Other purchases when needed, are estimated to be pur-
chased three times in a year making a total of 256,35 €. 
 
Estimated monthly expences
Bubble tea ingredients á price €/kg Quantity pcs Sum € Total price € Total expenses
Oat milk 1,75 70 122,50
Whole milk 1,07 200 214,00
Tea leaves 21,93 20 438,60
Brown sugar 2,98 4 11,92
White sugar 0,89 5 4,45
Jellies 3,50 5 17,50
Juice pearls 5,85 16 93,60
Bubble tea powder 10,28 50 514,00
Bubble tea syrup 6,43 7 45,01
1 461,58
Equipment for making bubble tea monthly purchases á price € Quantity pcs
Cup 360ml Regular price per 100pcs/2000pack 6,43 1 6,43
Cup 500ml Regular price per 100pcs/2000pack 6,78 2 13,56
Paper straws 125pcs 15,21 30 456,3
Sealing film 40,94 1 40,94
517,23
Cleaning supplies monthly purchases á price € Quantity pcs
Window cleaning wipes 20pcs 1,99 1 1,99
General cleaning liuid spray 750ml 2,69 4 10,76
General cleaning liuid consentrate 1l 2,39 3 7,17
Toilet cleaning liquid 750ml 2,40 2 4,8
Window cleaning liquid 750ml 2,69 2 5,38
Kitchen cleaning liquid 750ml 2,69 4 10,76
Dishwashing liquid á 500ml 1,29 7 9,03
Diswasher tablet 105pcs 9,89 3 29,67
Dishwashing sponges 10pcs 1,29 10 12,9
Dishwashing brushes 1,10 3 3,3
Table cleaning cloths reusable 10pcs 3,50 1 3,5
Paper towels 12 rolls 5,85 2 11,7
Disposable cleaning wipes 40pcs 3,99 2 7,98
Disposable glowes 100pcs 7,99 4 31,96
Rubber glowes 1,15 5 5,75
Handsoap 600ml 2,55 5 12,75
Hand desinfectant 500ml 3,49 3 10,47
Disposable hand towels 120pcs 1,75 7 12,25 192,12
Monthly expenses regarding the premises á price €
Rent 900,00
Electricity 150,00
Water 150,00
Telephone 30,00
Insurance 100,00
Repairs 200,00
Interest on bank loan 100,00 1630,00 3800,93
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Table 4, Other estimated expenses 
 
The next table, the cash flow statement for the Bubble tea café (table 5) shows the esti-
mated incoming and outgoing cash flows based on the aforementioned expenses and rev-
enues. It also justifies the validity and functionality of establishing the Bubble tea café. 
 
 
Table 5, Cash flow statement for the Bubble tea café 
 
Other estimated expences
Consultant services á price €
Accountant; payment once a year 700,00
Web developer, one time payment 6 000,00
Bookkeeper; monthly pay 129,00
Other purchases when needed á price € Quantity/purchase Sum €
Napkins 60pcs 1,85 30,00 55,5
Glasses 6pcs 5,99 5,00 29,95
Pension and social payments 20% of staff monthly pay 324,40
Staff salary per person monthly pay* 1 622,00
Staff salary per person hourly pay* 10,20
*based on 0-2 years of previous experience (MaRa)
       Cash flow of the Bubble tea café, first year Outgoing Incoming
€ €
Capital at the beginning 10 000,00
Premises rent 10 800,00
Purchases 28 269,48
Bank Loan - interest rate for 5 yrs, 3% 40 000,00
Furniture 2 000,00
Wages & personnel expenses 23 356,80
Repairs & renovations 22 800,00
Electricity 1 800,00
Water 1 800,00
Telephone 360,00
Consultant services 8 248,00
Other payments 1 200,00
Revenue 145 800,00
Interest on Loan 1 200,00
Total 101 834,28 195 800,00
Net cash flow 93 965,72
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The net cash flow, the revenue left after all the expenses, is estimated to stay on positive 
in the company’s first year, even after reducing taxes from it. As has been mentioned, the 
operating costs are high in the first year but are estimated to go down by at least 50 % as 
there will be less one-time purchases and no new renovations in sight. The company’s 
bank loan will be spent mainly for the starting renovations and machinery purchases. The 
leftovers are saved as a contingency plan in case of an unexpected event or circum-
stance. 
 
All in all, the company’s operations are fairly justified by the financial statements which 
proof the company’s viability and profitability, and show a chance of success. 
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